Psycholo 
Marketi 


Author Index 
Volume 17, 2000 


Alreck, P. L.: Consumer Age Role 
Norms, Then and Now, 891 

Ang, S. H. and Low, Y. M.: Ex- 
ploring the Dimensions of Ad 
Creativity, 835 

Areni, C. S.; Ferrell, M. E.; and 
Wilcox, J. B.: The Persuasive 
Impact of Reported Group Opin- 
ions On Individuals Low vs. 
High in Need for Cognition: Ra- 
tionalization vs. Biased Elabo- 
ration?, 855 

Armor, D. A.: see Hetts, J. J. 


Bagozzi, R. P. and Nataraajan, R.: 
The Year 2000: Looking For- 
ward, 1 

Bagozzi, R. P. and Dabholkar, 
P. A.: Discursive Psychology: An 
Alternative Conceptual Foun- 
dation to Means—End Chain 
Theory, 535 

Bang, H.-K.; Ellinger, A. E.; Had- 
jimarcou, J.; and Traichal, P. A:: 
Consumer Concern, Knowledge, 
Belief, and Attitude toward Re- 
newable Energy: An Application 
of the Reasoned Action Theory, 
449 

Boninger, D. S.: see Hetts, J. J. 


Braun, K. A.: see Law, S. 
Bruner, G. C.: see King, M. F. 


Cain, L. B.: see Huffman, C. 

Celuch, K. G.; Kasouf, J.; and 
Strieter, J. C.: The Influence of 
Organizational Market Orien- 
tation on Individual-Level Mar- 
ket-Oriented Cognitions, 935 

Chin, P. P.: see McConnell, A. R. 

Christiansen, T.: see Simpson, 
E. M. 

Coulter, R. A. and Ligas, M.: The 
Long Good-Bye: The Dissolution 
of Customer-Service Provider 
Relationships, 669 


Dabholkar, P. A.: see Bagozzi, 

Dholakia, U. M.: Temptation and 
Resistance: An _ Integrated 
Model of Consumption Impulse 
Formation and Enactment, 955 


East, R.: Complaining as Planned 
Behavior, 1077 

El-Alayli, A. G.: see McConnell, 
A. R. 

Ellinger, A. E.: see Bang, H.-K. 


Faber, R. J.: see Youn, S. 
Ferrell, M. E.: see Areni, C. S. 


AUTHOR INDEX 


> 
= 
RY 
3 
\ 
1099 


Fiore, A. M.; Yah, X.; and Yoh, E.: 
Effects of a Product Display and 
Environmental Fragrancing on 
Approach Responses and Pleas- 
urable Experiences, 27 

Fisher, R. J. and Katz, J. E.: So- 
cial-Desirability Bias and the 
Validity of Self-Reported Val- 
ues, 105 

Fisher, R. J.: The Future of Social- 
Desirability Bias Research in 
Marketing, 73 

Fortin, D. R.: Clipping Coupons in 
Cyberspace: A Proposed Model 
of Behavior for Deal-Prone Con- 
sumers, 515 


Gardner, M. P.:: 
M. B. 

Gill, T.: see Saad, G. 

Gleicher, F.: see Hetts, J. J. 

Grewal, R.: see Houghton, D. C. 


see Holbrook, 


Hadjimarcou, J.: see Bang, H.-K. 

Hausknecht, D.: see Sweeney, 
J.C. 

Henry, P.: Modes of Thought That 
Vary Systematically with Both 
Social Class and Age, 421 

Hetts, J. J.; Boninger, D. S.; Ar- 
mor, D. A.; Gleicher, F.; and Na- 
thanson, A.: The Influence of 
Anticipated Counterfactual Re- 
gret on Behavior, 345 

Hill, R. P.: see Hirschman, E. C. 

Hirschman, E. C. and Hill, R. P.: 
On Human Commoditization 
and Resistance: A Model Based 
upon Buchenwald Concentra- 
tion Camp, 469 

Holbrook, M. B. and Gardner, 
M. P.: Illustrating a Dynamic 
Model of the Mood-Updating 
Process in Consumer Behavior, 
165 

Houghton, D. C. and Grewal, R.: 
Please, Let’s Get an Answer— 


Any Answer: Need for Con- 
sumer, 911 

Huffman, C. and Cain, L. B.: Ef- 
fects of Considering Uncontrol- 
lable Factors in Sales Force Per- 
formance Evaluation, 799 


Jo, M.-S.: Controlling Social-De- 
sirability Bias via Method Fac- 
tors of Direct and Indirect Ques- 
tioning in Structural Equation 
Models, 137 

Johnson, M. S.: Causes and Con- 
sequences of U. S. Chain Store 
Closings: Attributions in the 
Media, 721 

Jones, J. L.: see Middleton, K. L. 


Karakaya, F.: Market Exit and 
Barriers to Exit: Theory and 
Practice, 651 

Kasouf, J.: see Celuch, K. G. 

Kates, S. M.: Out of the Closet and 
Out on the Street!: Gay Men 
and Their Brand Relationships, 
493 

Katz, J. E.: see Fisher, R. J. 

King, M. F. and Bruner, G. C.: So- 
cial Desirability Bias: A Ne- 
glected Aspect of Validity Test- 
ing, 79 

Kuiper, N. M.: see McConnell, 
A. R. 


Laaksonen, M.: 

Landman, J. and Petty, R.: “It 
Could Have Been You”: How 
States Exploit Counterfactual 
Thought to Market Lotteries, 
299 

Law, S. and Braun, K. A.: [ll 
Have What She’s Having: Gaug- 
ing the Impact of Product Place- 
ments on Viewers, 1059 

Leibold, J. M.: see McConnell, 
A. R. 


see Luomala, 


AUTHOR INDEX 


q 
4 
| 
4 | 
vag 
} 
1100 


Leong, S. M.: Modernity and the 
Singaporean Adolescent, 783 
Ligas, M.: People, Products, and 
Pursuits: Exploring the Rela- 
tionship between Consumer 
Goals and Product Meanings, 
983 

Ligas, M.: see Coulter, R. A. 

Louie, T. A. and Obermiller, C.: 
Gender Stereotypes and Social- 
Desirability Effects on Charity 
Donation, 121 

Low, Y. M.: see Ang, S. H. 

Luomala, H. T. and Laaksonen, 
M.: Contributions from Mood 
Research, 195 


Matthyssens, P. and Pauwels, P.: 
Uncovering International Mar- 
ket-Exit Processes: A Compara- 
tive Case Study, 697 

Mattila, A. and Wirtz, J.: The Role 
of Preconsumption Affect in 
Postpurchase Evaluation of Ser- 
vices, 587 

McConnell, A. R.; Niedermeier, 
K. E.; Leibold, J. M.; El-Alayli, 
A. G.; Chin, P. P.; and Kuiper, 
N. M.: What If I Find It 
Cheaper Someplace Else?: Role 
of Prefactual Thinking and An- 
ticipated Regret in Consumer 
Behavior, 281 

McGill, A. L.: Counterfactual Rea- 
soning in Causal Judgments: 
Implications for Marketing, 323 

Middleton, K. L. and Jones, J. L.: 
Socially Desirable Response 
Sets: The Impact of Country 
Culture, 149 

Miyazaki, A. D.: see Sand, G. 


Nataraajan, R.: see Bagozzi, R. P. 
Nathanson, A.: see Hetts, J. J. 


Niedermeier, K. E.: see Mc- 


Connell, A. R. 


O’Cass, A.: A Psychometric Eval- 
uation of a Revised Version of 
the Lennox and Wolfe Revised 
Self-Monitoring Scale, 397 

Obermiller, C.: see Louie, T. A. 


Pauwels, P.: see Matthyssens, P. 

Perkins, L. A.: Thomas, K. M.; and 
Taylor, G. A.: Advertising and 
Recruitment: Marketing to Mi- 
norities, 235 

Petty, R.: see Landman, J. 

Priluck, R. L.: see Till, B. D. 


Roese, N. J.: Counterfactual 
Thinking and Marketing: Intro- 
duction to the Special Issue, 
277 


Sadd, G. and Gill, T.: Applications 
of Evolutionary Psychology in 
Marketing, 1005 

Sand, G. and Miyazaki, A. D.: The 
Impact of Social Support on 
Salesperson Burnout and Burn- 
out Components, 13 

Shah, D. V.: see Youn S. 

Shim, S.: see Warrington, P. 

Simples, K. E.: see Simpson, E. M. 

Simpson, E. M.; Snuggs, T.; Chris- 
tiansen, T.; and Simples, K. E.: 
Race Homophily, and Purchase 
Intentions and the Black Con- 
sumer, 877 

Sinha, I. and Smith, M. F.: Con- 
sumers’ Perceptions of Promo- 
tional Framing of Price, 257 

Smith, M. C.: see Stevens, P. M. 

Smith, M. F.: see Sinha, I. 

Snuggs, T.: see Simpson, E. M. 

Soutar, G. N.: see Sweeney, J. C. 

Stafford, T. F.: Alert or Oblivious? 
Factors Underlying Consumer 
Responses to Marketing Stim- 
uli, 745 

Stahl, M. J.: CEO Compensation 


AUTHOR INDEX 


pres 
3 
Ge 
4 
} 
ws 
1101 


as a Psychological Exit Barrier: 
An Exploratory Test with 
HMOs, 387 

Stevens, P. M.; Williams, K. P.; 
and Smith, M. C.: Organiza- 
tional Communication and In- 
formation Processes in an Inter- 
net-Enabled Environment, 607 

Strieter, J. C.: see Celuch, K. G. 

Sweeney, J. C.; Hausknecht, D.; 
and Soutar, G. N.: Cognitive 
Dissonance after Purchase: A 
Multidimensional Scale, 369 


Taylor, C. R.: Emerging Issues in 
Marketing, 441 

Taylor, G. A.: see Perkins, L. A. 

Thomas, K. M.: see Perkins, L. A. 

Till, B. D. and Priluck, R. L.: 
Stimulus Generalization in 


Classical Conditioning: An Ini- 


tial Investigation and Exten- 
sion, 55 
Traichal, P. A.: see Bang, H.-K. 


Warrington, P. and Shim, S.: An 
Empirical Investigation of the 
Relationship between Product 
Involvement and Brand Com- 
mitment, 761 

Webster, C.: Is Spousal Decision 
Making a Culturally Situated 
Phenomenon?, 1035 

Wilcox, J. B.: see Areni, C. S. 

Williams, K. P.: see Stevens, P. M. 

Wirtz, J.: see Mattila, A. 


Yah, X.: see Fiore, A. M. 

Yoh, E.: see Fiore, A. M. 

Youn, S.; Faber, R. J.; and Shah, 
D. V.: Restricting Gambling Ad- 
vertising and the Third-Person 
Effect, 633 


AUTHOR INDEX 


‘ 
= 
ae 
3 
SES 
: 
ts 
- 
q 
& 
“sa 
3 


